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GI protection

1. How are GIs protected in 
Europe? 

2. What is the economic impact of 
GI protection in Europe? 

3. GIs or Trademarks?
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How are GIs protected in 
Europe? 
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Regulation 
510/2006

On protection of 
GIs and 

Designations of 
Origin

Agr. Products: 
Fresh meat, dairy,
honey, oils & fats,

fruit & vegs, spices 

Foodstuffs:
beers, beverages

from plant extracts,
pasta, pastry, 

mustard paste    

Other agr. products
hay, cork, essential
oils, wool, flowers

& plants, 
wicker 

Wines & 
spirits

NOT covered
(other regulations)
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Designation of origin (PDO) & Geographical Indications
(PGI) mean…the name of a region, a specific place or in 
exceptional cases a country, used to describe an agricultural 
product or foodstuff, originating in that region, specific place
or country and……

For PDO….
� The quality or characteristics of 

which are essentially or 
exclusively due to a particular 
geographical environment with 
its inherent natural and human 
factors and the production, 
processing and preparation of 
which take place in the defined 
geographical area

For PGI….
� Which processes a specific 

quality, reputation or other 
characteristics attributable 
to that geographical origin 
and the production and / or
processing / or preparation
of which take place in the 
defined geographical area

6

Registration procedure by 3rd

countries…
� Producer groups submit demand to Commission directly or 

via national authorities (any official language)

� Application consists of : 

� Single document with the main elements of the 
specifications (will be published)

� Product specifications which contains: product’s name, 
description, area of production, traceability to ensure 
origin, production methods, link between product and 
origin, control body, labeling elements 

� Proof that the name is protected in the third country
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Registration procedure by 3rd

countries…
� Commission scrutinizes application (up to 12 

months)

� EU Commission decision to register or reject

� If decision to register : publication of Single 
document in JO  and public access to 
specification 

� Opposition procedure starts with the 
publication (6 months)
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followed by registration…
� Legal act published in OJ 

(regulation)
� No fees
� Unlimited duration
� operators located in the 

geographical area, following 
specifications and controlled 
may use the name registered

� EC symbols are facultative for 
products originating in 3rd

countries
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which leads to protection of names….

� Against any direct or indirect use of the 
name for comparable products

� If using the name exploits the reputation of 
the protected name 

� Against any misuse, indication or evocation 
even when the true origin is indicated

� Against any other false or misleading 
indications 

The impact of GIs

The European experience…
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GI impact

economic impact
on rural development

consumer protection /
satisfaction

environmental impact
on rural development
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Economic and environmental impact
Economic value 

� Exports of EU GIs range between 10 and 20 billion 
euros / year 

Production

� Leads to increased production. 

� Morbier example (cheese)….1995 = 25 farmers 
and 2500 tonnes of production…PDO in Dec. 
2000….2002 = 45 farmers and 5000 tonnes of 
production
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� Compte vs emmental: close origins but different development: Evolution 
of production of emmental and comte cheeses… Comté production in France 
has increased 3%/year between 1991-2001 while local Emmental production 
has dropped
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Price premium

� GIs are a tool to create value

� French GI cheeses sold on average 3 
euro/kilo more than non GI cheeses

� French ‘Poulet de Bresse’ has a market 
price 4 times higher than regular French 
chicken
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The consumer price difference between comte
milk and other milk increased from 9% in 1991 to 
14% in 2001
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The difference in the average consumer 
price between the comte cheese and 
emmental increased in 10 years from 20% 
to 46% 
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Land value
� Value of GI lands 2% higher than non GI lands (1999-2002)

Employment
� Lower unemployment in GI areas, Increased of job 

opportunities in relation to non-GI rural areas, limited rural 
exodus 

� In Italy, GI products offer employment to more than 300,000
citizens

Farm profitability
� Profitability of milk farms in Comte area is 32% higher than 

milk farms outside GI area
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Between 1997 
& 2001 the total 
number of 
farmers fell by 
7% but the 
number of GI 
farmers 
increased by 
14% 

farmers  in  France (000s) in  1997 
& 2001

, 687

120

657

138

All f
arm

ers

GI F
arm

ers 1997
2001
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Environmental impact

� Lesser production intensification
� Use of fertilisers and herbicides increased 2.5 times 

less rapidly in GI areas (1990-2000)
� 6 times more botanic species identified per field in 

GI area in relation to artificial grasslands 
� Traditional production techniques are more friendly 

to environment 
� Production disciplines 
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Consumer protection / satisfaction

� GIs perceived by public as quality indicators
� Study showed that 40% of consumers are ready to 

pay 10% more for guaranteed quality
� GIs convey information needed by consumers to 

make informed choices
� ‘search-cost reduction’ for non-testable or 

inexperienced goods

� protected against both false and deceptive use of 
geographical indications
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Why Geographical 
indications?

GIs vs. Trademarks
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GIs …
recognise a product as originating from a 
certain region where a given reputation, 
quality or other characteristic is attributable 
to its geographical origin 

TMs…
� distinguish products of one manufacturer 

from another
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Differences between GIs and TMs
GIs
� apply to all producers in the 

geographical area  
� Unlimited duration 
� Ex-oficcio protection by 

authorities
� Can not be delocalised / 

linked to the region 
� Denote quality linked to an 

origin 

TMs
� can only be used by one 

entity
� Limited duration – need to 

renew
� Protection ( legal 

proceedings) has to be 
initiated by owner

� Transferable and can be 
‘de-localised’

� Identify products with 
companies
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so why GIs?
� The marketing of products via trademarks alone does not capitalize in 

the privileged perception that consumers have of GIs. TMs alone do 
not necessarily denote (even though they may) a determined quality. 
TMs may denote quality after many years of sustained investment in 
publicity, marketing and continuous high standards of quality (e.g., 
Torres, Camus). Conversely, GI must do so by law. This is their “raison 
d’etre”: a guarantee of constant quality for the consumer.

� Not any sign may be a GI. GIs remain an elite.

� Producers have an interest in using both GIs and TMs together as 
separate items. However, GIs deserve an specific, forceful 
protection….
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public perception on GIs
� More than 20% of EU consumers in 1999 (from 11% in 1996) 

buy GI products “often” whereas only 8% (from 11% in 1996) 
do so “never” / 60% of such consumers purchase GI product 
“sometimes”.

� 37% of consumers think that GIs are a guarantee of origin, 
37% a guarantee of quality, 56% guarantee of place and 
method of production, and 17% of tradition

*[Source: 2 opinion polls made in 1996 y 1999 by an independent consultant 
to more than 16000 EU consumers
]
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Public perception on GIs and TMs: comparison of 

Turron GI vs a reputed mark of turron

82 74.9 74 73.6 73.1 62 47

18 25.1 26 26.4 26.9 38 53
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*[Source: 1 opinion poll made in
2002 by the Consejo Regulador del Turrón de Jijona & Turrón de Alicante ]
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So consumers think that GIs are….

� Of more traditional elaboration than TMs
� More expensive but of better value for 

money (quality/price) than TMs
� Of better taste than TMs
� More trustworthy than TMs
� More attractive than TMs
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Conclusion……
� GIs are a tool for economic development in rural 

communities, environmental sustainability, and 
consumer protection. GIs are a tool for sustainable  
rural development.

� GIs are particularly useful for countries with rich 
traditions and culture, where specialty products 
are known by their place names

� Market Access: GI products from South-east Asia 
could be part of the EU elite of GI specialty products 
and share the EU consumer perception and 
willingness to buy them.


